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~
BEGGING YOUR ROYAL PARDON

~
WORDS AND PICTURES

hearingJ tm tobacco adwrriJi1lg.
Yel Bovard'J articu ir guilty of
hir own mirtruth by Jtating that
the "American Medical AJ.Jocia
lion adllocattJ grtlIt17111lent rtguilz
tion ofportrayal ofJ1TlOking i1l
movieJ."

In fact, the MfA propOJal to
ban tobacco advtrfiJing would
prohibit Ihe portrayal of tobacco
use or the Jhuwi1lg of tobacco
product brand naTTlti only whm
thiJ occurJ aJ the mult ofpay
ment by tobacco companitJ or their
adlltrfiJing agmciu. In Ihe ab
Jmet ofpromotional paymmtJ, our
propoJal would in no way affect a
producer's right to portray =k
ing in film or in any other me
dium.

PM'S RESPONSE

Kathleen Richacds., Traffic
Manager WPMT, Ollcago,
II. writes:

To quote your articu (vol. 2,
#2) PM Note:book, "In the first
place, th~ ir Jimply no proof that
lobacco advmiJing iTUrtaJtJ ciga
rttlt comumptitm." If that ir true,
why JotS the cigartlle indUJlry
spend milliom 0/dollars a year on. ) .II.

Do you expect that your nad
ers' braim art Joft? Or art yours?

Ne:ither our not our readers'
brains are sott. We: stand by our
statement. A comprehensive:
srudy done for the: International
Advertising Association found
that in 16 counaies where: ciga- PM'S RESPONSE
recre advertising is banned, there:~ The: AMA proposal ignores,
has been no signilicant change apparc:ndy by design, the realiry
in robacco consumprion. Indeed, of £1mmaking today. It is no
in several of these countries, con- coincidence that one manufa.c
sumpcion continues to increase curer's ice cream, car, clothing,
years after bans were: introduced. computer, cola, cosmetics, stereO,

In others, the U.S.S.R. and the: cigarrne, beer, erc. is displayed
People:'s Republic of Ollna for exclusively in any given film.
c:xample, cigarette: advertising Featuring a parricular brand
does not exist because the indus- name throughout a film is a sig-
try is run by the State:, and con- nificant and eapidly growing
sumpcion continues to increase. source: of revenue for filmmak-

People with "hard" brains ers. The: caveat, "only when rhis
The Pri~:~~s_~ ..;!.::· . will ask, '~en why advertise?" occurs as a resuI~ of pay~ent by

• /. -,. "::: __ wo' _~~~~. The answer IS to promote brand tobacco comparues or thor ad-
~_......,.._.~"'.'"("~:- _:.;': switching among people: who vertising agencies" becomes. in

'.; .c::'· •.~- -.:. ~ have chosen to smoke. In a ma- the: .reality of the: filmmaking
.,Ecure: industry like the tobacco in- marketplace, a pervasive ban on

-':~ .L---'-""""'", dustry, a company advertises to scenes in which robacco productS
increase its marker share by rry- are used.
ing ro convince: smoking con- We would also suggest that,
sumers ro switch to its productS. before labeling as "absurd" Mr.

• Bovard's coneetns about the
Ronald M. Davis, M.D.. spread of government cmsor-
Board of Trustees, AM.A, ship, Dt. Davis examine: the re-
Oticago, n. wrires: curring calls for banning of

Ifyou art willing to publiJh books and other educaOonal ma-
thiJ Imer, I would liRe to lake tc:ria.ls from public libraries and
Ihir opportunity to Jet the rtcord schools. The: lists never grow
Jtraight. In your Fall 1986 wue, shoner, only longer. In the: past,
]aTTlti Bovard cilzimed that Cong. such lists have included medical
Henry Waxman "JtrtlChed and books, an area of cmsorship
abused the truth" during the which we suspea even Dr. Da-
(Durse of rtcmt CtmgrtJJil»Ul1 vis might oppose.

We received correspondence
from, among others, a dOCtOr, a
lawyer and--our most authorita
tive sciurcc:-a Mrs. Donald M.
Brown of Homer, New York.
"What made the article of
grearer interest ro me:," Mrs.
Brown wrires. "is rhar I have
one of the gift boxes, including
the grttring card as described
and a small pencil made from
the: casing of a shell that was in
cluded. My farber was a mem
ber of the Brirish anny from
1914 to 1919."

"You simple:rons!" writes Bar
bara Geay of New Casde:, Dela
ware. "Is there no editorial de
cmcy left. . .. ?"

Ms. Geay's was one of the
most spirited of about two
dozen letters we: received in re
sponse to last issue's PM Note
hook item about Her Royal
Highness the: Princess Mary.
The item (tided, appropriately
enough, "With Best Inten
tions") described a Chrisunas
gift of a brass cigarette: box, to

bacco and other itetl1S that Her
Royal Highness arranged to give:
ro all of His Majesty·s uni
fonned soldiers in 1914, during
the: fust holiday season of World
War I.

The proble:m, as Ms. Geay .
and other careful readers pointed
OUt, was our statement that the:
Princess Royal (as Princess Mary
was known) later became Queen
Mary, which is not, in faa, the
case. Princess Mary was acrually
the: daughter of Quem Mary and
King George: V. Quem Mary
had, in faa, been known as
Princess Mary (Princess Vicroria
Mary of Teele, in proper fonn),
but that was only unril 1910,
when her husband, who was
known as the: Duke of York,
succeeded ro the throne. Gear so
far? To call more menrion to
our error, we: illustrated our story
with a photograph not of Prin
cess Mary, but of her mom, the
Queen.

While: letters such as Ms.
Geay's took PM ro rask for the

.error, the folks at the Imperial
War Museum in London were
quite: forgiving. "Modem people
tend ro have: forgotten about
Princess Mary," explained Diana
Condc:ll, the museum's curator
of uniforms and medals. "'The:
Queen was a cather formidable
figure, and the Princess Royal
rook a cather less prominent role
in public life. It's aceuaIly a
quite common mistake."-,om
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STATIStop Teenage Addiction to Tobacco
P.O. Box 50039, Palo Alto, CA 94303 (415)965-7278

January 17, 1987
BOARD OF DIRECTORS
Richard C. Brown, M.D.
Associate Professor of Pediatrics. UCSF

Suzanne Ryan Curran
Executive Director, EI Camino Hospital
Foundation.

Paul Hentzel
Patents, copyrights. and trademarks
attorney. Palo Alto, CA

Joyce Chase Jarvis
Administrator. HSA of Santa Clara
County

Andrew McGuire
Executive Director, Trauma Foundation,
San Francisco, CA

Victor Sher
Environmental toxics attorney. San
Francisco, CA.

Jodi W. Teel
Concerned parent, La Jolla. CA.

Joe B. Tye
Assistant Administrator, EI Camino
Hospital. Mountain View, CA.
Director, Health Advocacy Center

ADVISORY COUNCIL
John F. Banzhaf
Executive Director. Action on Smoking
and Health (ASH). Law Professor.
George Washington University.

Neal Benowitz, M.D.
Assistant Professor of Internal
Medicine and Pharmacology. UCSF

Greg ConrlOlly, D.D.S.
Director. Division of Dental Health,
Massachusetts Department of Public
Health.

Virginia Ernster, Ph.D.
Associate Professor of Epidemiology.
UCSF
Michael Pertschuk
Co-Director, The Advocacy Institute.
Washington D.C.. Former'Chairman.
Federal Trade Commission.

John W. Richards, M.D.
Assistant Professor, Family Medicine.
Medical College of Georgia. President
of Doctors Ought to Care (DOC).

Jesse L. Steinfeld, M.D.
President, Medical College of Georgia
Former United States Surgeon
General.

William E. Townsley
Trial attorney and founder of CigLit
(Cigarette Litigation). Beaumont. TX.

Kenneth E. Warner, Ph.D.
Chairman, Public Health Policy and
Administration, University of
Michigan.

Elizabeth M. Whelan, Sc.D.
Executive Director, American Council
on Science and Health, New York

Hamish Maxwell, CEO
Philip Morris companies, Inc.
120 Park Ave
New York, NY 10017

Courtesy of the DOC archives

Dear Mr. Maxwell:

It was recently brought to our attention
that the Miller Beer logo is prominently
featured in a movie that glorifies adolescent
drunkeness. The movie, "spring Break," features
the Miller Beer logo hundreds of times, to the
exclusion of all other brand names. In the
film, college students are depicted drinking
Miller Beer from quart bottles, 12 oz. bottles,
cans, and plastic cups with the Miller logo.
The film glamorizes such alcholic behaviors as
binge drinking, drinking and driving, drinking
to pick up girls, drinking to cure a hangover,
and drinking to resolve personal problems. Most
of the heavy drinkers depicted in the movie
appear to be adolescents, and the only beer
depicted is Miller.

I know that you are concerned about
improper use of your trademarks, and wish that
you could provide us with some information
concerning this movie. Specifically:

1. Does Philip Morris, its advertising
agencies, or other agents arrange for the
placement of any of its products in motion
pictures? If the company has a written pOlicy
concerning this, partiCUlarly as relates to
alcohol or tobacco products, we would appreciate
receiving a copy.

2. Did Philip Morris, its advertising agencies,
or other agents arrange for the placement of the
Miller Beer logo in the movie "Spring Break"?

It is nothing sllOrt of a national tragedy that so much death and disease are
ll'rol/~ht by a powerful habit so oftm takm up by 1II1SI/Speclin~ childrCII.
II/red by seductive multimillion dollar cigaretle ad"l.'ertisinR campaigns.

U.S. Surgeon GClleral. 1979
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3. If Philip Morris did not arrange for the placement of its
logo in "spring Break," did it otherwise provide
authorization to the producers?

4. Does Philip Morris believe that it has the power to
prevent movie producers or publishers from using its logos in
settings that appear to promote adolescent intoxication? If
so, has the company taken action, or does it plan to take
action, against the producers of "Spring Break ll ?

5. What is Philip Morris' policy regarding the promotion of
alcoholic beverages to college students?

We would appreciate it if you or your designee could
provide us with a response to these questions. Please feel
free to contact me at the above address if I can provide
clarification. Thank you very much.

Sincerely,

Joe B. Tye

PS: I suggest you watch the movie. I'd be interested to
know if your reaction was different than mine.



MILLER BREWING COMPANY

ALAN G. EASTON
Vice President ~ Corporale Affairs

March 3, 1987

Mr. Joe B. Tye
STAT/Stop Teenage Addiction to Tobacco
P.O. Box 50039
Palo Alto, CA 94303

Dear Mr. Tye:

Your recent letter to Mr. Hamish Maxwell expressing concern
Miller products in the movie "Spring Break" is appreciated.
me respond to each of your specific questions in order.

1. Miller Brewing does retain agents who are res
ponsible for arranging for the placement of product
in movies and on TV shows. These same agents are
also responsible for reviewini scripts/production
plans in advance to assure -- to the extent
possible -- that both the basic storyline and the
manner in which consumption of our products is
depicted is consistent with various guidelines that
have been developed. A copy of Miller's guidelines
is attached for your information. Such guidelines
were first developed by Miller in 1983 and then
refined (in fact tightened) in 1985.

2. Miller or its agents did not arrange for the
placement of product or logos in the movie "Spring
Break." Miller was approached by l:he-t>roducer.·- -

about
Let

3. Having been approached by the producer, Miller did
cooperate 1.n the proaiJCfio'n ortoe-moVie- to-t1ie-
e~QL.P.!"ov1dlE~ beer'-an<fcups.--Sigiiageand
other material with '-iogoswereno't specially .
provided. The movie was shot on location in
Ft. Lauderdale and the signage, logos, etc. were
existing in the commercial establishments '
utilized. It should be noted that "Spring Break" /.
was filmed in 1981, prior to the establishment of
Miller's guidelines. Were Miller to be approached
today about this partic'yla:rlilm~_1._~_would-decrrn-e--
t~Tty. -.

3939 WEST HIGHLAND BOULEVARD MILWAUKEE, WISCONSIN 53201-0482 (414) 931-2740



Mr. Joe B. Tye
March 3, 1987
Page 2

4. There does not seem to be a basis for any sort of
action that would prevent movie or TV producers from
making Miller products or logos visible in their
films where the shooting is on location and the
products or logos are inherently present in the
commercial establishment involved. The best action,
of course, is to refrain from providing product
and/or logos in those situations deemed under the
guidelines to be inappropriate. No action against
the producers of "Spring Break" is anticipated as
there is no basis for such action.

5. Miller Brewing is deeply concerned about alcohol
abuse by college students and about underage
consumption. It was the first brewer to adopt (in
1983) as a college marketing policy the campus
marketing guidelines developed by the Collegiate
Inter-Association Task Force on Alcohol Issues. A
copy of the guidelines (including an identification
of the participants in the Inter-Association Task
Force) is also attached. Miller is the largest
single sponsor of BACCHUS, a student-to-student
peer-based college alcohol education program with
chapters on nearly 200 college and university
campuses nationwide.

1 trust that this adequately responds to each of your questions.
Should any additional information be needed, please feel free to
directly contact Mr. John Shafer, Consumer Affairs Manager, Miller
Brewing Company, 3939 W. Highland Blvd., Milwaukee, WI 53201.

Sincerely,

~~~~~

AGE/cs

cc: Gene Flanagan
Ray Jones
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lWENTlETH
CENTURY-FOX
PICTURES

WILLIAM MINOT
NATIONAL PROMOTION CIRECTOR

March 17. 1983

Mr. Robert Kovoloff
Associated Film Promotions
10100 Santa Mpnica Boulevard
Suite 1095
Los Angeles, CA 90067

Dear Bob;

I was thinking today how much progress we in Hollywood have made
towards establishing a consistent and trustworthy relationship
with corporate America. In pondering the reasons why, it became
obvious that you and your organization are certainly a major factor
in the development of better understanding between ourselves and
corporate America.

You have led the way in expediting ~fficient services to film
productions both here in Hollywood and throughout the world. This
expertise combined with the ability to establish promotional re
lationships between corporate clients and the film community give
us another channel for the distribution phase of our business.

Sincerely,

M~
'William Minot
National Promotion Director

areas of corporate interaction with
company will continue to lead the r\i

~4P
~

4-
With thanks I remain,

As we continue to explore new
feature films, I am sure your
way.

WM/ks

•

BOX 900 BEVERLY HILL S CALIFORNIA 90213 ; PHONE 12\3) 277·211\ I CABLE AOORESS CENHOX lOS ANGElES I TELEx 6· 74815

A DIVISION OF TWENTIETH CENTURY FOX FII.r..4 CORPORATION
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COVER STORY

ne packager calls product placement "soft sell advertiSing':

Diego. USurveys overwhelmingly reveal
that the people polled believe that adver
tising is misleading, and that it doesn't
tell the truth. Since people don't think of
product placements in movies as adver
tising, they don't discount what they
see," he adds.

The viewers' ability to recall the items
"placed" in a movie are higher than one
would suppose, Kovoloff told the Los
Angeles Times in 1982. When members
of the movie audience have been ques
tioned outside a theater, their recogni
tion of a product has registered between
12 percent and 87 percent. Even just 12
percent recall is upretty high," says
Kovoloff. uThat's a lot of people, if the
film is a big box-office success."

The usurprise" factor may work to the
advantage of the manufacturer, when it
comes to product placements in a film.
"Most people have no idea that this is go
ing on in the movies," charges John W.
Richards, M.D., of the Medical College
of Georgia and president of Doctors
Ought to Care. "When they find out,
they feel they're being ripped off," he
says. And yet these viewers are familiar
with name brands, which makes an
amusing tie-in easy to arrange. For ex
ample, uBack to the Future" audiences
howled when its young hero was ad
dressed by his 1955 peers as uCalvin,"
because of the label sewn to his jeans.

"Young people believe in advertising
especially strongly, and it becomes a
genuine model for behavior," says
Schudson, the author of Advertising: The
Uneasy Persuasion (New York: Basic
Books). Consequently, when the pack
ager and film maker have worked to
gether to make a plug seem a Unatural"
part of the film, the audience is likely to
subconsciously link the product with the
star who is drinking the beverage, wear
ing the jeans, or smoking the cigarette.
Kovoloff speaks for most packagers
when he stresses, uGreat care is taken
to prevent a product from being used by
'villains' or in a disparaging way."

If the tie-in is particularly successful,
the product might be the first word as
sociation that pops into the viewer's
mind when a popular film is mentioned.
An indelible example of this phenomenon

SEPTEMBER/OCTOBER 1985

is Steven Spielberg's lovable creature
from outer space, which followed a trail
of Reese's Pieces in "E.T.: The
Extraterrestrial."

It's been widely reported that sales of
Reese's Pieces, first marketed in late
1981, shot up 65 percent after the re
lease of uE.T." in mid-1982. Not so, ac
cording to Brian Herman, a spokesman
for the Pennsylvania-based Hershey
Foods. "We've never officially released
that figure, and we won't do so at this
time," he says. However, Herman con
cedes, UJt's undeniable that ["E.T.'1 did
give a big boost to the product."

Coke co-stars in "The Big ChiW

Another earthly pleasure savored by
E.T. was a cold can of Coors beer. It's
unlikely that the manufacturer would
have wanted Elliot, E.T.'s young pal, to
be shown on camera doing the same.
Many product placers and brewers are
understandably jittery- and conscien
tious-about associating their products
with unsavory scenes or characters. Ron
Kaufman, an AFP vice president, has
reported that when Anheuser-Busch
products are promoted, uwe try to make
sure there's no littering, no underage
drinking in the story." Kovoloff has
stated that of the 60 films in which he
placed Anheuser-Busch last year, unever
once was the product handled by a bad
guy."

However, a film hero behind the wheel
of a car who takes a drink automatically
becomes a bad guy, argues Richards,
who adds, Ult's not only unethical, but
also immoral to be promoting drinking
and driving." Richards says young peo-

5

pIe may be encouraged to emulate the
actors in Burt Reynolds' "Cannonball
Run," in which several people "drove fast
and reckless" while downing Budweiser.

Even if the actors aren't drinking or
smoking, viewers develop brand con
sciousness when billboards and other
advertising images are planted in feature
films. A few references may be inevita
ble, but Richards wants to know how the
producers of "Superman II" can justify
placing 20 references to Marlboro cigar
ettes within the film.

In Richards' opinion, plugging cigar-
ettes that often ina film pitched at a very
young audience is inexcusable. uThe
tobacco industry is the most insidious
child abuser in the world," he insists.
Richards has found nicotine-stained fin
gers even at wholesome Walt Disney
Productions. According to Richards,
uSplash," a recent hit directed by former
child star Ron Howard, uis full of Carlton
ads." He laughs, "Opie [Ron Howard's
character on uThe Andy Griffith Show" ]
was always my idol. What can I say?"

Scenes involving name-brand hard li
, quor also raise ethical quesions-espe

dally when the films are sold to televi
sion, where hard-liquor ads are taboo. In
this summer's successful Columbia re
lease, uSt. Elmo's Fire," teen idols Ally
Sheedy and Demi Moore-playing re
cent college graduates - pour them
selves generous slugs of vodka from a
clearly labeled Absolut bottle.

"We don't have any control over how
that bottle got into the scene, but we feel
that we have a responsibility toward our
younger viewers in how we publicize the
film," explains Joe Richards, a photo
editor for Columbia. UJt's not our policy
to glamorize drinking among young
people."

The television networks will not air
advertisements for hard liquor, as spec
ified in the voluntary advertising codes of
the major American television networks.
In a self-policing effort, the TV networks
recently vowed to cut down on drinking
scenes. ("Dallas" fans, for example, will
see J.R. Ewing head less frequently for
the bourbon decanter this season, ac-

(11(-):,.1:(1)4,1.]:12·\11·_
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he proliferation ofproduct tie-ins is asore point with TV executives.

COVER STORY

film production staff is held to a tighter
standard of accountability when it comes
to product placement. Gerson says that
before production begins on a film, the
compliance and practices department ex
plains the network's responsibility under
Section 507 of the Communications Act,
and requires the film makers to disclose
"anything they get free or for a discount."

Obviously, not all product references
are verboten. '1f people speak too
generically, it's ridiculous," says Gerson.
"We generally require mockups [of prod
ucts] to be used, but there are certain
cases where you can't avoid making a
reference. If someone is making a joke
about New Coke versus Old Coke, for
example."

The efforts of product placers occa
sionally are credited publicly - but these
acknowledgements are usually crowded
into the credits as the audience scram
bles for its coats. '1t seems to me not
unfair-and certainly honest-to show at
the outset which sponsors brought you
this film," says Schudson. "I don't know
what difference this would make. But
perhaps people would be aware that it
wasn't just a teen idol's choice to drink
X or Y."

In time, movie audiences may become
as jaundiced and skeptical about product
placements as they are about many
other forms of advertising. And the plugs
may become even more blatant in re
sponse. Today's television audience sees
commercials "as the price they pay for
quality television broadcasting," notes
NBC's Gerson. If the product placement
people have their way, we may feel the
same way about movies soon. Schudson
concludes, "More public awareness of
product placement can't help but make a
difference." •

CSPI and Doctors Ought to Care re
cently co-signed letters of concern about
product placement of alcoholic bever
ages in feature films to the Motion Pic
ture Association ofAmerica, the Distilled
Spirits Council of the United States
(DISCUS), and the U.S. Brewers Asso
ciation. DOC and CSPI are asking that
the opening credits of feature films dis
close which companies have paid a bro
ker to have their products included in the
film. In addition, the two groups are re
minding DISCUS and the Brewers As
sociation that such paid placements are
often in violation of the liquor and beer
industries' voluntary codes of behavior.

If you'd like to keep these product
plugs from becoming as ubiquitous as
movie popcorn, write:

Jack Valenti, President
"MPAA -

1600 Eye St., N.W.
Washington, D.C. 20006
Frederick Meister, President
DISCUS
1250 Eye St., N.W. .
Washington, D.C. 20005
Donald Shea, President
U.S. Brewers Association
1750 K St., N.W.
Washington, D.C. 20006

We'd appreciate it, too, if you'd send
a copy of your letter to Michael F.
Jacobson, CSPI, 150116th St., N.W.,
Washington, D.C. 20036.

integrated into a film that it's impossible
to cut them out without making gJbberish
of the picture... We do exercise
editorial judgment, but sometimes it's
impossible to cut [a product reference].
Either we don't buy the film, or we take
it as it is."

Gitter and Gerson say that NBC's own

"Cannonball Run" pilot quaffs Bud (left). Chevy Chase refuses this Nestle's Crunch
(center), while Goldie Hawn offers Olympia to the cops in "Seems Like Old Times."

cording to Lorimar Productions.) But
what will the network censors do with a
deliberately placed plug for hard liquor
when it buys a theatrical film for rebroad
cast on the small screen?

Some observers are worried that
there is no way to avoid broadcasting
these name-brand drinking scenes. The
government is unlikely to intervene, and
at least one industry group is reluctant
to get involved. '1t's up to the individual
station to decide. We would make no
decisions governing the editorial content
of programming," says Shaun Sheehan,
the National Association of Broadcaster's
senior vice president for public policy.

The proliferation of alcohol-related and
other product tie-ins has become a sore
point with television network execu
tives. (So sore, in fact, that spokesmen
from CBS did not return calls, and ABC
declined to comment, suggesting that
Nutrition Action Healthlettercontact the
MPAA.)

For one thing, manufacturers have
discovered that signing an agreement
with a film packager is considerably less
expensive than buying network air time.
Paying $25,000 to $50,000 to slip a prod
uct into a film that will be shown again
and again is small change to big adver
tisers. Dick Plastine, vice president for
prime-time programming at NBC,
quotes a price of $150,000 for a 30-sec
ond spot airing during the Monday-night
movie.

"We acquire films for entertainment
purposes, not to further particular com
mercial goals. Remember, we are in the
business of selling air time for commer
cials," explains Richard Gitter, NBC East
Coast vice president for broadcast
standards.

"You cannot remove all product men
tions from a feature film," Gitter adds,
"but if there's a particularly glaring exam
ple, unJess it furthers a particularly im
portant story point, it's likely that it
would be one that we'd ask the producer
or director to 10se' for us."

Alan H. Gerson, NBC's vice president
for law and broadcast administration,
notes, "Product references are often so

C3·':iil:(ii4·J4i(·):IJ·eu
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aters into cable and network TV. in
flight presentations and foreign dis
tribtrJon, the brand name impact is felt
by a potential audience of hundreds of
millions of consumers. Yet. the cost for
reaching this vast aUdience, compared
with the expenditure required to im
print the same number of people
through traditional media, is incredibly
low.

Who uses motion pIcture prod
uct promotion? Everyone from new
developing firms to Fortune 500 com
panies, which comprise 30% of our
client list Last year, AFP succeeded in
placing 70 of our clients in 150 impor
tant motion pictures. in the five years
we've been in business, we've pro
vided brand name products for nearly
600 big-budget films.

A list of our clients appears in this
brochure. You'll note that some of the
nation's largest corporations are repre
sented, indicating their farsighted rec
ognition of a unique marketing oppor
tunity-exposure of their brand name
products in motion pictures.

Don't miss out on this very profita
ble approach to marketing your com
pany's product. Your brand names
could be prominently displayed in
tomorrow's "Rocky" or "Ordinary
People."

Please call me personally with any
What motion picture exposure questions you may have about how

can do for your prodUct. Movies not our service can help keep your brand
only survive the competition trom tele- names uppermost in the pUblic's
vision, pay TV and, even, video games, thoughts.
but continue to gain strength.

The use of brand name products Cordially,
bystars in popular motion pictures rein-JUu;t1l
forces the product's image on au- •
dlences and. usually. results in a signifi-
cant increase in sales. As a motion Robert H. !<ova/off
picture makes the transition from the- President

AFP carefully controls the ap
pearance of the clienrs product in films.
In most cases, it is the stars who will use
the product-always in a positive and
memorable manner. Great care is taken
to prevent a product from being used
by "villains" or in a disparaging way.

There is no greater promotional
varue- short of a direct endorse
ment- than having a major motion pic
ture star use a product in a big-budget
film. Perhaps, as many as 50 million
theatre goers will ultimately view the
film and many of these will be influ
enced to become consumers of the
prodUcts they see being used by their
favorite celebrities.

AFP maintains a close relationship'
with major studios, producers and
other top-level creative staff who keep
us abreast of their potential product
needs for u~xoming films. Producers
and directors frequently ask AFP to
recommend ways in which brand
name products can be creatively used
to enhance a scene. This has led to
many beneficial exposures of products
in specially-devised scenes that have
great brand name impact.

Our service includes, wherever fea
sible, major promotional tie-ins linked
to aparticular brand name product and
its appearance in a significant film.

A LETTER FROM THE PRESIDENT

Dear Prospective Client: ~

Five years ago, I saw a need for an
enterprise that would get high ex
posure for brand name products by
having them used in big-budget mo
tion pictures.

It seemed to me that manufac
turers would benefit from having their
products appear in films ih the hands of
top boxoffice stars, and that studios
would welcome the opportunity to use .
brand name products to add realism to
motion picture scenes. Both assump
tions have proven to be valid.

In 1978, / founded Associated Film
Promotions to serve as a liaison be
tween manufacturers of brand name
products and the firm indUStry. Mer
many. months of making personal
contacts among the decision makers,
the studios began to look to AFP as
their primary source for products they
wanted to use in their fifms.

Since that time, AFP has been con
sulted by major Hollywood filmmakers
on hundreds of motion pictures. Our
staff of specialists in production, in mar
keting and in public relations work
closely with the film industry, furnishing
everything from Clark Bars to Cadillacs
to help create more realistic settings in
motion picture scenes.

How AFP Works. When AFP agrees
to represent a client, a marketing strat
egy meeting is held to determine the
most productive motion picture ex
posure for the clien!"s products. Our
staff and consultants analyze film
scripts for favorable environments and
opportunities for product exposure. A
thorough, scene-by-scene breakdolNll
of film scripts chosen for consideration
is presented to the client indicating
where and by whom his products will
be used in the motion pictures.
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is su;>pasod In be • black maM<ef"'{.
Tbe m&n..r.eturers l\l&Y no< bave
been able toae~ ltJ\)' CtJInrd OV'ef

tile "'"' or th." pn>ducu. bu. the tilm
ZD&ken clid no< let any free soup or
c:lJoco\&". either, 'The bo.es ....re

tIllJ:i'....Icbdoc as;>e<:U of procluct
p1sdn& IttvoIvt D>LI:1n& lUTe the prod,
uct lsn'l """" In • deramatot)' 1J&ll'
For eumpl., ""'"" Wall.r Marthau
"""'. NiI<on am.... Ul"Hops<xl(cb:'
the P"I'dUd pl.cers ID&de IW'O be ...
pl&y\n& • """pet..,l spy and _ •
bumbler. Beer <X>ftl~.. an partie»
laTIy ua>chy .bout "'" W'I.IhII1( to _
Ulelr products _ by Violent or
\ll:IIknat cbaraaOt'l. -.er·
Buacb.. aceor<IIn& It> 11I1, KCMlloIf,
tunlecIdc>wD ..~ [.ay,,:'lJOKlbly
baca_ fU tuu\lallove ototy bad the
matlnp of cealTOY'en)', and "E,T:'
beca_ '-r wu """" lor the _.
II<O>abl. P"l"I"'K at 1Il1OZiCaWl& •
cblld._IO_ ... CI<'IJ"I~
tnaI,

"/ OQ!y W\IIlIhaI I ba4 su.no6 UU
tlad of __Uao -..uer:' 11I1.
XaooIoff la!cI. ..It'. too bad tbeno ...
""~y 0l'pI\U0Id prt>ducl
~\iQn In tl>e 011160,.. ol1ZC'l'
... You _."- CIuII GabIe.1"
p-.recI wI_ lUI underslllT1 111 '11
H&--s One Nl&lJt: unclenl1Jrt
ILl.. ....,. dow1I. I'd like 10 _ •
T-clliM ... ..,...., IC&T uti • lop GO
.-,T_n...

The. tlOlet~ &1 the aemJDar,
_ ... llrpAIJ>Od by ~bn

~ Intema'*-l at Call1Or·
lila. \Ol.OdIoad on ocbor< aapo<U of_
~,~""-ofc:o.
-. .......,.. tI!Ud .....
·'Amle--noIatod~.-.y.
IbiJ¥ rr- __ and W\p to bnJo
~$aad)oI.JOOIl~,oI......

can then ma.k. lUUest,ons about
wttidl 01 hi. cb.....· ptoeluct.! ""l:hr be
plan'ed in po rtieular l<allS

II.'ben Milk I>~ ....,.. "'olt.ed \J:lIll
both "s..e"" Uk. Old T"".... (Chevy
~ bold> u;> a Cas Ill"'" and <Ie
mands the Duds tro<t. a~ mo·
cbine) """ "The FonnuJ.·· (Io'..u\oo
Bran40 oN.rs them to G<c~ C.
sax,). aoJes 0/ Milk Duds .1 loI>l>y
C::OCXes!'ion <::ount~. «c::a::nrd:.q to Mr.
KovoJoN. lncn:e>ed <lramahealJy.
'lbore ...... OJ>OC.ber 'dva.o~: Mr.
Brand<>, • S\&r wbo """" DOl do QnlJ.
11&1)' c<>mmtTCi.4, hAd bed> iTo<lu~

to beJp out with • man IrJdJ.rect torm
o~ .a..~l"tisinE.

CndIbIlIry 11 <be R.-..artl
!be .dvantqoes 01 all tIlis to Ihe

manu!&ct\J.rler ~ tJt:rvlous: Jt c.a.a
m.." & 1Ubt1., companr.lively llJO·
pen<iv. plug tha. bas the cn><IJbiltty
oromarycomm.rcials lack,"~'
product,~ for. aecond. in. ruJ~
tic dnmatiC •••ti'll to ..bleb the
V>eWeT 15 alrudy em<>tJonally iJ>
"<>I~:' MrKavoloN&&J4. "leaves OIl
inY&.luabJe ialpnssion.0'

Il ur why .houId Ill. IiIm mat..~ CO
aJa-c ....th Ihls? For .... tIlJnr. bru>6
Ra.mO prt><lucU help. C>OVi. _
realistic. An~ wb;) has ever Na\ •

f&mWv.1<dinr product beuill& •
pbooy RUD. on ac.-.1::Dows _ j ....
nne Iht ",,",Im.it! an be, "The
tIlJnp thaI ytNf """"pouties CRate."
Mr. K\IVIlloN DOled. "&no Iht RaJ
props of A.\D'riCOJlIil.," Thill.' nlm
t.b&t "anl1 an .utberu.icany Ammc.a.D
looll- 11. tl)..the 00lfT'0S1\ "FIrst
Blood, "II shol bI Canada _ really
.....<11 it! Coca-Cota bUl_ ....s its
Cbe'tT'Olef siIns,

Anatber ........ Is O\XlllDIZllc: If
)"QU'..~ 10 drlve. car 011. cllN,1t
IrJ,cIlt as~ be • car supJJll"" by the
m&nul.~r,I", deatly to the _
lnUtU'l advanl&le '" bom>w as
!Duell men:baDdae as pxslbl. (Mr,
Kovololf -un&IDod that Iht .......
~ II.-ally I'OIUM>Od or &avod
for .... bI &IIOIbet _). Wbea •
DUD>l><:t of dllfennl product& an
..-led, the~pIIt~ can at'I..._ -.non the ~_I of _

lIop obopplnc,

C&n aIJ of ibis &<> ..... M Abool_
/y, Jerry J.,eowts·1 "Ilan:lly "'1lrtutI.·
""Ill pi"", thar .......~y wa1l m
"'a1I. bas often ""'"' dtell as tl>e """,.
leo' lDOSl d&TIn& ex&!Ill'le of~
anda"'C ovaitifi, ..,., by proclllCl
p1acen Ibomoelvs,

The.re 're maDy nltnl Ibo. do ..,.
empI:>y \be produc1 pl&cers' &e'M<:a
al all A 1IlOVl. thai IIIlab1e In be .......
trovenial - auc:/I at ""'~"_
""",'\ ,.. "'lid>~ fi1>m el
tber sm>du<:t placers or 1ZWIld~·
en. bur n c&rJ a<JlI _~
P""P' Wlt/leu. u.tu>c~ I.
"-"""":' \bon ....... ",""y ..,.
.... at C&mI>t>aIJ" ~ aDd II....lbry'l ..-.

,*,Uy boa _ \be '*'U'&J dlanctar

Why Marlonh
Passedthe Milk

THe NEW YORK

The Art of Plugging
Products in the Movies

Tbe len", lor "R<>Ck» III" is
&m<:Ilded to inc:luclt • Wl>eaties """"".
In 1rI:;cb Rocky .dv\seo Iw roun& liOO
to ...1 \be "brukJast of cllAmpioos" ,I
"'1R.l1t! to grow up big~ 5"""1:. I.
··North DalW «I:' • leone UlV\)Ivin&
saIa4 clRssln: is in>erttd 10 that \be
.cton an aJIl>l'1cuously .... 8<nolli
O~Oil.l• ..H..........at. Rose,"\be
l>eeT bettles .n: car.,lully ""n.Ilge<! I<l
Ih&I • panll:ular !>eer 15 by \Villit Ntl·
"",,', ,~ Wben !>e', relaxee! and
happy. A3 Iqr \be lroublem&.keB. \bey
_ &DOtber brand.

1bek lOUChes .re Ibe bs./ldi"'ork Dr
Ul~ O!:ltTef>rtneUr
call"" the producl placer. ,,""'" bin,·
""'" It Is to mo.. 0l:Tt that mavi.lll&k·
en and _.ctuTe~..,joy a d_.
aymbiatic ... I.tionship, ,. \be cllIys
"""" Hollywood cared more l'X tie
p.n<:e.lIlJJ miIJIl no< haVt boen poo.sl·
Ill. - Ilnn<~ pro:I\>CIS on .."..,..,
-..ld No"" -.nee! hopelessly
__. Even in~ y<l8rs. the
11M' at tDer'l:.ba.odi.se in movies 'Was
lainy J'llJXI<>m, But "",,_ys WI
bec:txnint an crpnUe<! proas.1. and
Ibe bl"Olld-.l>" producu that turn up
as_~.. &TO I... and '.... IiIt.ly
to ha~ lanQiecl lbere by .cddenl.
B""""","", • p-:o<l\lC\ placer can r,>end
.t ..... as .,ueh time keq>ina his
tbeDt:i "'" of -... til.". as ... does
~1bmt into others.

"""""" pI.oem.., Nos b<ooDm. 10
common thaI Ill.... are even oemlnan
.boul It. A 1'!Ceo' ......, the Piau
aoul. titled "lIow In Mmef Your
Pnlduc\ In Motion PietUnO ,.. and
TW1J the su_~ InIO Goldl" .t·
trIlc:<ed~ ,Io<a> =--0" rep.
nosenutiw:a -., '175 or 'lll:i. beAd.
Tbe oervioo Is \'Wluvely""". and llIus
fat. It lztVQlwsonly .1.... compaJ>les.
Ope of !be 1ar1..... Aacxi.'ee! Film
Pt1>moI;oas of u"ltUr)' Clry. CaW.• Is
ClQ/j lwr yurs old. but " all'Hdy hal>
dIeIl~ pt'OIlueU, 1\11_~ .,
~.oao.,...,..

F'Iw_~

In~ IDr' ibis lee,. \D.&.D\l!.c1UTer"~ .,Iout five mOYIe
.~ for 110 IDIla botm Dr' III
Scolch or til 0\lI1tu<. 1bls b mtt.,' m
be ". mU1lWly _da1 oervIco."
and ID3De)' tloes no. uouaIly~
_ ~ _fac:l1UW and l\Im

~~==-.,:.:.=..~
csDlly for CUI and CSnt. Dr' Lb< I •
J'D'llI IIJD' of an aItplaae ....y _
free~~ lor~ can
""""",,, 8Uf the .....raIl benefits of
prolhIcI p1ac:inc are .-ally blue<
lhan\llal"",,"" ~bIe

A Uy pan 0/ Iht pI'Odoct plltoer'l
....,n II Cl.ll~titlI /lim _rs ....s
~ '-bJpo Wl<ll """,,,
That .....y -lfthe pnJdua place .. on
as lnc::<lJ y "'"'" wttll \be film """"'"
IT)' as ..... _ 0/ the aemInar"~.
on.~ FUm Ptu:notJoa:.
_".. H, JtaowokJl1 - -.. <all _

acTll>" ..,.". AImJa& boc\rlo. "ftd be

i
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Selling Via the Movies

:AdvertisingISandra Salmans
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il>en an ot.beT adnnur- tol<n.
lr.a OM'I W'I.nIll on SIQHt Iloulevud
rather !l:l&Il M.adiIon "'vel'Iue. For one
thlnz.lbc.' Ia alwaY' the hope of !lAv.
~ Y=' product uaad by a hl~·
eT8::l (tAr, r..c.'1 U MarlOllllnnc1O. who
\I CD< 01 th&tll.t.Mtul ofceJ"bl1u~who
ha"" DOt yet aP>*nd In &llve.rIl.se
me:>lI.
~OA, III • pejd \.tIMsIt'll

=erdaJ. "youlr:l'loW \t'lllOt ruJ,"
Mr. Kovlll~ff saJd. EM In a mOVIe
kl:e.ben. be uiel, tb&t bo% 01 Cbeertoo
loots catural In a cl~ter 01 other
bTUlckwne prodllCU. 1n lact, 1I'.r.
Kav1>IoN eo,"ends thaI leJevts!OO p:'l>
~ look bland ~use t.'ley ue
pr<>IUbltei:l from r.howU:B !he brud
l\&.\%les tb&t are &l\ Intep-tJ pa.rt 01
everyone's lives.

t'or does It maner" the mme flops,
In his VI",. AJlhaI.tih \t may booob al
the bo% office, !he movie wUI subae
q~tly be ....n by m1U10ll1 01 vie:oren
on able and S)'DcIIall,d teJe'IUloo, DOt
to =t1on vteltlO cauetUS.

And thtre are exat1." OI';lC1t'.ll:lU.
lor c.apllol1ll:1n& on thole CAJIltlO lnOVIe
..ppeuanc:es of ~. !«a......
"H&n1Jy Wort.ll:llf'--b&l\-a ICt:lle III
which Jerry Lew\I _lied dmrll a
clo::e:l Dulll:1It' Dacuta. !he Ital' .lJ1ftd
to p:»e lor IIClme Slll'd&I Ounk1o'
Da:uu pr:eten, wbleb the c:lWll PUIIJI
III W'1Ddaws. E~y rot a Uttle
utn pu't:lIdlY lor ""11' little UlIXIl'y.
Had 0wU:ln' Dalull rene the a4v'e:tl5
\Ill f':lU\e,lt 1rOuld bave COIl mora thI.Il
$SOO.(IQI), Mr. KoYolotf CI:lClCCled.

•To pt Ml1It~ and CI:u:lptan
Spari: Pl\.lt:I II1to \be mtMcl, Mr.
1C00000Ioll and 111I dos:cl rta1f mtmben
INdy the ICl'1PU for~ - Ind·
dentall)'~ OUl X-n.lad tums.
\I the prod\lc\ \I WTttten Into UIe fCt'Ipt,
A.F.P.~. a JOn 01 ruper~
erty mu:ar for the movle It»dIOi. roll.
lr.a out III wanlIouM I!ocll 01 the lucky
Ilem.

The mO't1. ltudloa do fIQl ~y tot
luel! servia. !:lut. In udwlIt. tban
It a IUlUtmen'1 IlJ"o'"ttl<nt \lut the
1lf1ld~ be l1wa ttd well. a=rcIIn. to
Auodaled. To pn>lect l.nl>euMr·
Busch. for e:u.mpl., "'ft trY to ll3&b
sure \h.ll Ulue'l \'lO 11"~, tIOund~.
.~ dl'\llklna In !he lIlOY1.," t&ll'l RCltl
Kaulm&ll, a VIce P""Ildtnt wllo II the
1I11S01\~ the c1\e<lt IJXI tba
1t1>C!J0

BUI ",,war advettltlnlllu III _.
too. u Mr. Kcrvolorf woWd I» tho lust
10 tallC'ede. II was III "Be!lll Tbeft,"
anu all. tIlIl Peter Sellen - MCllnll
liON 01 mOVI~ - aal~
ecmmercnl, lor HatuAl UI!It, an
AI\!loNNT.8uadl pnxluc1. courta')' 01
A.uoc:Ia*, PlIlIll"romOtlOnt.

FO<I:lGed lout~~ by ROtlett
Ka-'oloN, 4-1 yean old, who re.tnalnll
the sole owner.....F.P. proml&es
cJl..,u, sucll as An!leuser.BllScll. Gen
eral Mills Uld Beatrt~ Food!, "p:l5I.
ti~ visibility" or. as they used 10 say,
a c!lsn"" to let IIlto the movie!. 'The
bas,c idea is to P<lt that bottle of
V.,c.~eIOb IntO the band! of, say, CIJnI
Eastwood (&5 In "Any Whlch Way Y"u
Can"), or to ~t th3t Gat011lcle cooler
withln reasonable proximJry of AJatl
AJdll and Carol Burnett (as In "Four
Sasons"). '

So:ne 50 compa.nl<:$ - Involv'ol\i l!lO
dil1em.t prodUct! - pay the comJ>UlY
&:l annual relalMr 01 at leasl tl.5,tl:lO
lor f\WUleoe<1".muJUple~"In
a mlnlmwn of tin mOVl. and u
many u Xl. ibat II fu ben.r vaJ~
tlw1 lellYlslon oftan, &J'1Ul:I Mr.
KavoloN, 1t'llo ncur- thaI 1M bUl lor
II.., prtme-ume,~ lel1lVbltlll
ecmmeM:1alt wwld come to ~,tl:lO.

h'. alsoJOO'l value lor Mr.lClJ'VOloN,
who saId \luI hlI =pa.tlY croaed
abWt.I.Ml1llllr) lut yur.

!KONG U:e perlormen i:: "Roni)'
. Ton); F~ay:' wt~=-~ openJ
. &1 m<Me tl'.eale~ tOI'D"""",,,

'Ii1U be Ch~rtOl, Bu.clw.~er ~
Q'...aker Sute Motor on. Those are
)Orne of !he pla~."u made by As
sedaled FII:r, ?l'o:notJ=.• Las An.
ples-bc.Jed c:ompaJly Uu.t sa)'31t Is l.~e

leader In 1M business 01 It ttlni
cU~u'proclllCU on the b:lscreen.,

NATIONAL MEDIA COVER
A~E OF AFP'S SERVICE -
Major metfOp /'
and 0 Itc:m newspapersnatronal m .
POrted On agazlnes have re-
tion's . AssOCiated Film Promo-unique ShA f
product 'pe o. brand name
motion p;r:;:},~~tlon In significant

As a result of
Clients have displ OUr success, our
name prOducts ,~:d their brand
manner before a COlle(tJ~emorable
of millions of potent; I e audience
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Nine To Five
Tony Lama Boots

it. .. . .
''''~'\ .,~ .::.

Poltergeist Lay's Potato Chips, Clark Bars

Urban CovJboy
Nikon

Stir Crazy
Dunkin'Donuts

Any Which Way You Can Michelob Beer
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Rocky 1/1
Wheaties

-'-

North Dallas Forty
Budweiser Beer

Electric Horseman
Hormel Chili

BRAND NAMES IN
THE MOVIES
One pIcture is. indeed. worth a thou
s<tnd words-p<trtlcul<trly when it
comes to registering memorable im
pressIOns of br<tnd n<tmes_ These pho
to stills show hOw AFP-placed prod
ucts were associ<tted with st<trs in
some recent major motion p,ctures.

Six Pack Gatorade. Ouaker State Motor Oil
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u.s: Key City Boxoffice Index
(Seasonally Adjusted, 1980= 100.0)
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5-YEAR GROWTH CHART

The graph below reflects the steady increase
in the number of motion pictures

NO. OF in which AFP clients participated.
FILMS
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WHEATIES SURVEY -ROCKY III- NORA J. ROTK/N JUNE 14, 1982

The movie "ROCKY 1/1" was sampled in the Los I\ngeles
and Chicago metropolitan areas. f'<s is readily evident an
impressive 89% of respondents in the total sample re
called or recognized \X(HEATIES cereal in the film.

In los I\ngeles a total of 96% recalled or recognized
WHEATIES. Of ttJis total, 64% remembered WJ-lEATJES
being displayed without prompting from the interviewer.

In Chicago, 82% of those interviewed recalled or
recognized WHEATIES.

The result is very encouraging. The placement of
WHEATIES is very prominent on Rocky's breakfast table.
Audiences see Rocky's son eating WHEATfES and may get

the idea that if Rocky is allowing his son to eat WHEATIES,
it is a cereal that will supply the nutrition and energy
necessary for athletic prowess.

All ages are represented in the distribution from
young children through older adults with )8-34 being the
most represented group.

Children viewing "ROCKY III" saw WHEATIES on
the breakfast table and may want to identify with his
strength dnd "victor" image. Also, older adults with
young children in their homes might get the idea to
purchase WHEATIES from this scene. In fact, the adults
may desire to purchase WHEAT/ES for themselves be-

lAST EDUCATION GRADE COMPlE

AWARENESS
UNAIDED AIDED 12-17

AGE

18-34 35-49 50+
DJDNOT

COMPLETE
8THGRD

NOT
COM- HIGH HIGH

PLETED SCHOOl SCHOOl I

8TH GRD GRAD GRAD C

26% 53% 10% 100
/0 2% 90/0 18%

TOTAL SAMI

21%

LOS ANGELES S

250/0 540/0 J0/0 70/0 200/0 20%

CHICAGOSM

25% 57% 27% 52% 9% 12% 2% 10% 14% 19%

(PERCENTAGES ARE ROUNDED OFF TO THE NEAREST NUMBER/
-CATEGORIES ARE INDIVIDUAL INCOME IWD TOTAl fAMILY INCOME- THOSE RESPONDING ARE IN ONE OR THE OTHER CATEGORY.
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cause people are on an exercise, keep-in-shape, health
and general self-improvement regimen, and WHEATIES
fits into this classification.

All education levels are represented indicating that
education has little effect on recall/recognition of
WHEATIES. Most viewers were at least high school
sUJdents or graduates. However, there was a good pro
portion of moviegoers \/\/ho at least anended college or
are college sUJdents.

All income levels are represented, either individual
income or total family income. Those persons \/\/ho are in
the lowest income as well as those in the higher income

are all potential consumers of WHEATIES.
This suNey indicates that all types of people saw the

motion piCUJre "ROCKY III." The population is diverse in
all demographic areas indicating a potentially large and
diverse market for consumers of WHEATIES.

In today's economic decline, consumers are going to
spend money on necessities and be cautious about
spending money on entertainment. Therefore, those peo
ple \/\/ho thought "ROCKY Ill" was worth ttle investment,
might further conclude that WHEATIES would be another
good investment both from a nutrition and bUdget po:nt
of view.

AT-
ENDED COLLEGE
~LLEGE GRAD

PLE-WHEATIES

SEX
MALE FEMALE

UNDER
510,000

INDIVIDUAL or TOTAL FAMILY INCOME-

510,000- UNDER 515.000- . 525.000
14,999 515,000 515.000+ 24,999 44,999 545,000+

26% 29% 58010 16% 10% 6% 14% 20% 27%

AMPlE-WHEATr:::s

23% 29% 570/0 43°10 11% 3010 14% 4% 4% 21% 42%
.1

1
V1PlE-WHEATIES

290/0 26°/0 59°10 4] °10 2]% 10°10 6% 8% 25% 19% 10%



1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

S1nc~re I,..

M~
"'t J1s.. Hiftot
Nulofi.lll,.r<*Dt ion 'Uue-l eor

:~.::.: ~~:..~: ~:::".:.~ .-. - -.,._-- ~ ..

LETTERS FROM
OUR cUENTS
Client satisfaction
is always AFP's
primary goat.
Many of our
dients send us
thoughtful letters
acknowledging
our contributions
in the area of
brand name
product place
ment in motion
pictUres. Here is a
representative
sampling.


